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Abstract 
Communication via social media to be one of the trend in recent years, especially among college students (Brown, 2007). This 
study wants to analyze the role of social media, particularly Twitter in communication among friends of the intention to buy the 
products offered by students companies who are working on projects Entrepreneurship at the President University. The 
communication have two ways ; directly through communication with peers moderated by need for uniqueness and indirectly by 
reinforcing product involvement. This research is quantitative descriptive, with total 140 respondents researchers did some test, 
questionnaire analysis and data analysis. Researchers found out several results. Pretest on validity and reliability analysis has 
been done using SPSS 18 software. The results indicates supported by the data. Descriptive analysis also has been done by 
calculating the results from obtained questionnaires, using Likert method in interpreting the scale of value. After that, researchers 
did Structural Equation Modeling (SEM) and Confirmatory Factor Analysis. SEM used when in research model there are 
numbers of variable with numbers of relationship, and CFA use to find whether the research model valid and reliable.  
The Conclusion of the study, from 8 hypotheses being tested, there are 2 hypotesis negative ties and 6 hypothesis positive 
relationship. 
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1. Introduction 
Nowadays electronic-word of mouth communication is experiencing rapid development, supported by the 
emergence of a variety of online media channels. A growing number of consumers who use internet media 
(example: online discussion forums, consumer reviews pages, weblogs, social networking pages and so on) to 
communicate their opinions and exchange information products (Brown, 2007). 
Communication of the word-of-mouth is an important market phenomenon where consumers receive information 
related to the organization and their offerings. Because the communication of WOM usually takes place through a 
source which considered more trusted by consumer (Brown, 2007), It is considered to have a stronger influence on 
the consumer rather than assessment of information received through commercial sources. 
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 According to Nielsen, the output can be seen that the activity on social networks is ranked high on the weekly 
online activities of society Indonesia. The Data showed that 71% of online activity of society Indonesia is a private 
message on a social networking page, 61% was posting public comments on a social networking page, 59% other 
online activity is the exploration of one's account in social media. This fact shows that social networking is an 
important part of the community of Indonesia. The plague of social networking in Indonesia began with the entry of 
Friendster in early 2000, then followed by the emergence of Facebook in 2007, and the most recent is the rise of 
Twitter among cyber citizen Indonesia in 2010.  
In particular, the friendship group communication via social networking, a new form of socialization, have a 
profound influence on consumer decision making and marketing strategies (Brown, 2007). Consumer socialization 
refers to the process by which consumers learn the skills, knowledge, and attitude of other parties through 
communications, which then helps them in their functions as a consumer in the market. 
Conventional socialization occurs among consumers who get to know each other, such as parent and child, 
relatives, brothers, friends, neighbors (Lueg, J. E., & Finney, R. Z., 2007). However, online social networking 
enables socialization through a virtual community between both parties know each other and strangers 
(Lueg,Ponder,Beatty,&Capella,2006). In social networking, that kind of friendship group communication led to the 
interaction of the products/services of each consumer through computers connected with social networking 
(Brown,2007). The term friendship group (hereinafter will be referred to peer group) used to capture the richness of 
interpersonal communication in the context of invalid constructs online. The attitude and behaviour of the adult 
consumer refers to the influence of his intercourse and friendship groups, besides friendship group communication is 
also a factor of the strongest predictions of behavior and attitudes towards a product (Lueg, J. E., & Finney, R. Z., 
2007). 
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In President University, we have university core subject, this course covers the principles and practices of 
entrepreneurship in the business world. Theories on principles of entrepreneurship such as definition, tips on the key 
to success, challenges, creative thinking will be covered. Developing a business plan will be an essential part of the 
course. The entrepreneurial profile will also be discussed. Cases on successful entrepreneurs are highlighted to 
provide example on how they were able implement strategies and efforts in achieving success (president.ac.id, 
2013). 
Based on the fact that every businesses or companies in the entrepreneurship project at President University has a 
Twitter account, through social media that aims to introduce the existence of the business, product information, 
promotions, and such. The use of Twitter that hardly uses any fee as well as its ability to facilitate two-way 
communication between the business practitioners with consumers making Twitter as a medium that is efficient and 
effective. 
Twitter as media for starter companies established by students for entrepreneurship project to introduce the 
businesses, also to release various information and news about their products and promotion they give to attract 
consumers. As one of compulsory subject in President University, entrepreneurship require the students create 
business and establish their own company. Every year, the students will present new and interesting kind of 
businesses and always awaited by the consumers that mostly student of President University. Role of the students as 
friend of the entrepreneurs fella is really interesting especially as consumers and disseminators of information either 
directly or through social media. 
Upon exposure, the researcher would like to try doing some research about communication between friends on 
social media and its influence on intention to buy product of companies in entrepreneurship projects. In this study, 
researchers used a conclusive research-descriptive design. Conclusive research designed to help make decisions in 
determining, evaluating, and selecting the best alternative in solving problems (Malhotra, 2010). Whereas, 
descriptive research is the kind of conclusive research whose primary purpose is describing something, usually 
regarding market characteristics or functions (Malhotra, 2010). 
A major difference between exploratory and descriptive research is that descriptive research is characterized by 
the prior formulation of spesific hypotheses. (Maholtra, 2010). Descriptive research is more formal than with 
exploratory research and compiled with the investigative question or hypothesis stated clearly (Cooper and 
Schindler, 2006). This research is more structured and planned. The results of this research will be used as 
consideration in decision making.  
2. Review of Literature 
2.1. Communication 
Communication is the delivery of information, exchange of ideas, or the process to create a similar thought 
between the message sender and recipients of messages. This definition States that communications can occur if 
there is a commonality of thinking between the two parties and the information to be transmitted from one person to 
another (Belch & Belch, 2009). 
Belch said that the communication process is very complicated. The success of a process of communication 
depends on several factors, namely the message itself, the interpretation of the message recipient, and an 
environment where the message was received. The message recipient's perception also affects the ability to 
communicate, as many other factors. Words, images, sounds, and colours can have a different meaning to other 
people, as well as their perceptions and interpretations vary.  
From the above image can be seen that there are several elements that play a role in the communication process, 
i.e. the source/sender and receiver that serves as the main participants; message which is the main core of the 
communication process and channel that serves as a tool or medium; encoding, decoding, response, and feedback 
that has an important function and acts as the main processes in communication, as well as the noise factors from 
outside the system that can interfere with the process and working of effective communication. 
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Fig. 1. Model of Communication Process (Belch & Belch, 2009) 
2.2. Social Media 
In the world of social media, consumers learn the attitude and behaviour of the purchase via a written message 
sent by a friend. Previous studies have indicated that the process of learning through social media involves the 
mechanism modelling, reinforcement, social interaction and simultaneously (Lueg & Finney, 2007). The potential 
pressure between friends also motivate consumers to appreciate or buying a product, which can trigger the rewards 
(e.g. closer ties) of peers, where the lack of purchase can refer to penalties (for example expulsion from the group). 
For this learning process, friends exert influence in the form of written messages, such as positive or negative 
reviews, comments, suggestions, discussion, or experience.  
The types of communication in social situation, also social media are: 
a.Reference Group 
Reference group is an individual or a combination of individuals, either real or imaginary, and an individual sees 
himself has similarities to other individuals seen through the aspect of the evaluation and the properties of the 
inspiration . Reference group is a group where the perspective and the value which was built by an individual 
Member of the group became a reference for the attitude of the other individual (Lord, K. R., Lee, M.-S., & 
Chong, P, 2001). 
b. Socialization Agent: Peers 
Interaction with peers is fundamental to human actions that arise from the need to satisfy the needs of 
physiological and psycho-sociology. Consumer socialization literature indicates that the peers is the main agent of 
socialization, above the family members (Wang, X., Yu, C., & Wei, Y., 2012). 
c. Word-of-Mouth Communication 
WOMis the process of conveying information from one person to another and plays a major role in the decision-
making of consumers. In a commercial situation, the WOM consists of consumers who share this attitude. 
Opinion, or reaction about a business, product, or service to others. WOM marketing is very influential, diverse, 
and it is usually difficult for affected.Positive WOM is regarded as a powerful marketing tool for companies to 
influence consumers. Functions of WOM communication based on social networks, and beliefs; people rely on 
family, friends, and others in their social network. Research also indicates that people seem to trust the opinions 
seem to be impartial from people outside their social network, such as online reviews (Brown, 2007).  
Twitter is the one of electronic WOM. Twitter is a microblogging service where users send information (called 
tweets) into a network of colleagues (called followers) of various tools. Tweets are text-based posts are 140 
characters long. The default setting for Twitter is public, allowing someone to follow others and read tweets to 
each other without mutual consent. Each user has a Twitter page where all their updates are collected in a single 
list (therefore called microblogging) (Jansen, Zhang, Sobel, & Chowdury, 2009) 
2.3. Consumer Behaviour 
The ultimate goal of marketers is how to understand, predict, and influence the behavior of customers. The 
behavior of customers comprises all actions to get customers, and use a product or service. Some of these customers 
purchase behavior, give the process of transmission to others, utilize, and gathering information to make a purchase 
of products or services. (Lord, K. R., Lee, M.-S., & Chong, P :2001). 
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Before the act of purchase, the customer often build behavioral intentions regarding the tendency of action they 
will do. Behavioral intentions can be defined as the degree to which a person has knowingly formulate plans to do or 
not do a certain behavior in the future.  
a. Intentions and Behaviour 
Predict future consumer behavior, particularly the shopping behavior (sales, against the marketing), is an 
important aspect in marketing planning and prediction. According to the theory of reasoned action predicts 
consumer shopping behavior, is a question of measuring their desire to buy right before they make a purchase. To 
predict future behavior accurately, marketers should measure the desire of consumers at the level of abstraction as 
well as the specificity of the same action, target, and time components of behavior. The context of the situation 
must also be specified when needed (Peter & amp; Olson, 2010 in Wang Yu, 2012).  
b. Attitude 
The attitude has been a key concept in psychology for more than a century, and at least 100 definitions and 500 
sizes of attitude will be submit. Although the predominant approach to the attitude has changed from year to year 
are almost all definitions will have one thing in common: an attitude they refer to the evaluation of a person. The 
attitude is defined as a person's overall evaluation of a concept (Peter &Olson, 2010). The expectancy-value 
model remains a popular way to conceptualize and actualize the attitude. According to this model, the attitude of a 
person towards an object is determined by the subjective attitude of the object in the interaction with the strength 
of conviction that connects objects with attributes.  
2.4. Previous Research and Theoretical Framework 
Ahuja and Galvin (2003) argued that social media allows users to connect with their friendship groups by adding 
them to the friendship networks, which facilitate communication, particularly among a circle of friendship. Circle of 
friendship alone, according to Churcill and Moschis, Jr. (1978) is the key determinant affecting consumer 
socialization. On the other hand, Cheema and Kaikati (2010) sets forth that the consumer needs to appear different 
from will affect the willingness of consumers to conform to the group.  
Lueg et al. (2006) holds a non conventional channels for dissemination to consumers over the internet is 
changing consumer behavior. Further, according to Kozinets (1999) social networking pages provide a public forum 
that allows individual consumers to form their own voice, through access to information products that facilitate the 
formation of their purchasing decisions. 
The research of Wang, Yu, Wei (2012) seeks to bring together research results from Moschis & Churcill Jr. 
(1978) concerning communication theory peer, with the need to perform different, that will affect the willingness of 
someone to fit in with the Group and applying it to the concept of communication in virtual communities by Ahuja 
and Galvin, (2003). Research done to the users of social media the most widely accessible in China without focusing 
on a particular product. 
Based on previous research conducted by: Xia Wang Chunling, Yu, and Wei, Yujie on 2012, 
“SocialMediaPeerCommunication andImpactsonPurchaseIntentions:AConsumerSocializationFramework”. Social 
Media, social networking in particular provides a virtual land for people to communicate over the internet, which 
can also be an intermediary is essential for consumer socialization (Kohler, F, Rohm, Ruyter, & Wetzels, 2011). 
Social Media presents three conditions that support group friendship among consumer socialization online. First, 
blogs, instant messaging, and social networking pages all provide a communication tool that makes the process of 
socialization becomes easy and convenient (Murator, 2008). For example, in a virtual community, new members can 
socialize easily with virtual groups through electronic communication and quickly learn the associated knowledge 
and skills through their interactions with other members. Second, an increasing number of consumers who visit 
social media pages to communicate with others and find information to help them make informed decisions relating 
to consumption (Lueg, Ponder, Beatty, & Capella, 2006). Third, social media facilitates education and information 
because social media bring lots of friends or peers who serve as an intermediary for social and present information 
and extensive product evaluation quickly. Online consumer behavior toward ads on social networks are very 
dependent on socialization (peer) .  
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Researchers do replication on the previous research by using different cases, namely the marketing activities of 
Companies in Entrepreneurship Project at President University via the media of Twitter. Based on objects on the 
research, the research is intended to obtain information about the following things: 
a. Understand the patterns of friend as potential consumer relationships on Twitter and its relationship with the 
intention of purchasing a specific product. 
b. Understand the relationship between the tie-strength of individual-level and group-level identification between 
peer communication with Twitter friends. 
c. Understand the influence of online consumers socialization towards purchase decisions directly through 
compliance with Twitter friends as well as indirectly through the strengthening of product involvement. 
d. Understand the influence of moderation effects of need for uniqueness against the relationship between the 
communication with Twitter friends towards product attitudes.  
This research aims to test the relationship supported by theories that have been there before, and not to make up 
theories. Therefore it takes a powerful scientific theory of conceptualization in shaping research model. Model 
theory of conceptualization of research refers to research that has been done previously by Wang, Yu, & Wei 
(2012). Model can be seen below : 
 
 
 
Fig. 2. Theoretical Framework (source: Wang Yu & Wei, 2012) 
3. 3.The Analysis of Data 
3.1. Demography of Respondents 
The total overall respondents are 140 peoples with the composition of the male as much as 38% and females are 
62%. The respondents batch of study, there are 4 category which are 2010, 2011, 2012, and 2013. The results shows 
that the majority respondent are students from batch 2010 with total 33%, students from batch 2012 are 31%, 
students from batch 2011 are 29%, and student from 2013 which are the freshmens with 7%. 
 
 
Fig. 3. a. Respondents gender  b. Respondents batch of study 
 
Figure 4.a. describes the frequency how many times respondents accessing their twitter account. From total 140 
respondents, 38% of them accessing twitter around two-six hour once, 26% of them accessing twitter once a day, 
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23% of them accessing twitter every one hour once or more, 7% of them accessing twitter once a week, and 6% of 
them accessing twitter less than once a week. 
 Figure 4.b. describes the total of respondents followers on twitter. From the results it can be seen that half of the 
respondents 49% have more than 300 followers, 20% of the respondents have around >100-200 followers, 18% have 
around >200-300 followers, 12% have <100 followers. 
 
 
Fig. 4.a. Frequence assessing Twitter   b. Follower on Twitter 
3.2. Confirmatory Factor Analysis (CFA) 
Researchers conducting the test reliability and validity in 100 respondents regarding constructs which called into 
question in a questionnaire to measure the internal consistency reliability and accuracy of constructs on a 
questionnaire research.The measurement model to model the relationship between latent variables with observable 
variables (observed/measured variables). The relationship are reflective, where the observed variables is a reflection 
of the related latent variables. Often in SEM this relationship are congeneric, which is one variable observed only 
measure or reflect a latent variable (Wijanto, 2008). Determination of the observed variables that reflect a latent 
variable is done based on the substance of the study in question. Then the measurement model is trying to confirm 
whether the observed variables is indeed a reflection of a latent variable.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 5.Path Diagram Measurement Model(Standardized Loading Factors)Source : Output Lisrel 8.5 by researcher 
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Based on Lisrel output in Table 5 can be seen that Standardized Loading factors value from each observed 
variables are ≥0.50 which means these all of observed variables are valid and significant statistically.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 6. Path Diagram Measurement Model (T-Values), Source : Output Lisrel 8.5 by researcher 
Based on Hairetal (1998) i n Wijanto (2008) the good reliability requirements if a variable haveConstruct 
Reliability value (CR) ≥0.70 and Variance Extracted (VE) value ≥0.50. From the output calculation on the figure 5 
above, all of the variable have good reability (TS, IW, PC, PA, PI, PIN, NF). 
Based on figure 6, thus can be seen that measurement equations for observed overall T-Value producedfor each 
observed variables are ≥1.96 which means that all of items are significant statistically with 5% level of significance. 
3.3. Structural Model Analysis 
After doing the calculation and analysis of Confirmatory Factor Analysis (CFA), then the next step researcher 
doing an analysis of the structural model consists of (1) model fit test and (2) the analysis of causal relationships. 
a. Structural Model Fit Test 
From analysis below (table 2) can be seen that not all measurements of Goodness of Fit shows good fit value. 
However, this model qualified as good model because the main measurements used is RMSEA value (Vieira, 
2011). in this model RMSEA is exactly <0.10 which is 0.076, shows that overall model is good fit and have good 
degree of precision (Turner & Reisinger, 2001).  
Table 2. Fit Test (Goodness of Fit Structural Model) 
No Measurements GOF Value Description 
1 ChiSquare 706.05 
PoorFit 
2 Pvalue 0 
3 RootMean Square Error ofApproximation(RMSEA) 
 
0.076 
 
GoodFit 
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4 ExpectedCross-Validation Index (ECVI) 
 
5.73 
GoodFit 
 
ECVIfor saturated model 6.26 
ECVIfor independence model 33.56 
5 IndependenceAIC 4665.05 
GoodFit 
 
ModelAIC 797.05 
SaturatedAIC 870.00 
6 IndependenceCAIC 4779.36 
GoodFit 
 
ModelCAIC 1108.44 
SaturatedCAIC 2584.61 
7 NormedFit Index (NFI) 0.85 Marginal Fit 
8 Non-NormedFit Index (NNFI) 0.90 GoodFit 
9 ComparativeFit Index (CFI) 0.92 GoodFit 
10 Incremental Fit Index (IFI) 0.92 GoodFit 
11 RelativeFit Index(RFI) 0.83 Marginal Fit 
12 Critical N (CN) 83.88 PoorFit 
13 Standardized Root Mean Residual(RMR) 0.074 PoorFit 
14 Goodnessof Fit Index (GFI) 0.76 PoorFit 
15 AdjustedGoodnessofFitIndex(AGFI) 0.71 Poor Fit 
 
b. Causality Analysis Without Moderation 
After analyzing the results of the structural model fit, the following analysis is done by performing an analysis of 
causal relationships models. Statistical testing for causal relationships of structural model is made with a level of 
significance of 5%so the critical value from t-value is ±1.96. Table 3 shows that 2 causalities not significant, 
there are TS – PC (Tie Strength With Peers – Peers Communication) and PC – PIN (Peers Communication – 
Purchase Intention). 
 
Table 3. T-Values Structural Model Without Moderation 
No PATH T-VALUE CONCLUSION 
1 TS – IW  6.44 SIGNIFICANT 
2 TS – PC  0.44 NOT SIGNIFICANT 
3 IW – PC 3.46 SIGNIFICANT 
4 PC – PIN  0.52 NOT SIGINIFICANT 
5 PC – PA  4.55 SIGNIFICANT 
6 PIN – PA  5.51 SIGNIFICANT 
7 PA – PI  6.47 SIGNIFICANT 
Statistical testing for causal relationships of moderation effect from Need for Uniqueness is made with a level of 
significance of 5%so the critical value from t-value is ±1.96. Table 4 shows that have causality of PC (Peers 
Communication) and PA (Product Attitude) . 
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Table 4. Moderation Effect from Need for Uniqueness 
PATH T-VALUE CONCLUSION 
PC – PA  2.8 SIGNIFICANT 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 7. Path Diagram Model (T-Values), Source: Output Lisrel 8.8 by researcher 
3.4. Hypothesis Testing 
Analysis of hypothesis testing is performed with a 5% significance level resulting in a t-value ±1.96. The 
hypothesis was accepted when the t-value obtained ≥1.96, on the other side of the hypothesis will be rejected when 
the t-value obtained ≤1.96. based on this T-Value the hypothetical test done, to see if the proposed model is 
supported by the data. 
The conclusion of hypothesis testing shown that 2 hypotesis declined, they are : 
· Communication between friends on Twitter (regarding consumption) negatively influence towards product 
involvement (0,52). 
·Tie strength with peers negatively influence towards communication between friends on Twitter 
 
Table 5. Hypothesis Test 
HYPOTHESIS STATEMENT T-VALUE CONCLUSION 
Ha1 Attitude towards product positively influence towards 
purchase intention 6.47 Hypothesis Accepted 
Ha2 Communication between friends on Twitter (regarding 
consumption) positively influence against attitude 
towards product 
4.55 Hypothesis Accepted 
Ha3 Communication between friends on Twitter (regarding 
consumption) positively influence towards product 
involvement 
0.52 Hypothesis Declined 
Ha4 Product involvement positively influence against 
attitude towards product 5.51 Hypothesis Accepted 
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Ha5 Tie strength with peers positively influence towards 
communication between friends on Twitter 0.44 Hypothesis Declined 
Ha6 Identification with friends on Twitter positively 
influence towards communication between friends on 
Twitter 
3.46 Hypothesis Accepted 
Ha7 Tie strength with peers positively influence towards 
identification with friends on Twitter 6.44 Hypothesis Accepted 
Ha8 Need for uniqueness moderating influence among 
communication between fiends on Twitter with attitude 
towards product. 
2.8 Hypothesis Accepted 
4. Conclusion and Recommendation 
4.1. Conslusion 
Based on the data analysis that already been done so that researchers take conclusions about this research, which 
are: 
a. The significance and positive influence from t-value shows5 variables, there are : 
·Relationship between Tie Strength With Peers (TS) and Identification With The Peer Group (IW) 
·Relationship between Identification With The Peer Group (IW) and Peer Communication (PC) 
·Relationship between Peer Communication (PC) and Product Attitude (PA) 
·Relationship between Product Involvement (PIN) and Product Attitude (PA) 
·Relationship between Product Attitude (PA) and Purchase Intention (PI) 
Because of that, researcher could conclude that the higher of someone's product involvement or interest towards 
Companies in Entrepreneurship project, then that person's attitude could be more positive towards Companies 
in Entrepreneurship project and their products. 
b.  The negative influence from t-value shows 2 variable, there are : 
 · Relationship between Product Attitude (PA) and Purchase Intention (PI) 
 · Relationship between Peer Communication (PC) and Product Involvement (PIN) 
Because of that researcher could conclude that quality of communication between friends on social media 
regarding consumption could not influence interest of someone to learn about Companies in Entrepreneurship 
project or care about any information regarding their info or product. 
c. Direct influence communication between friends with attitude towards product happened in respondent with 
need for uniqueness. This research could prove that, it could be seen from the t-value from the Need For 
Uniqueness (NF) moderation effect between Peer Communication (PC) and Product Attitude (PA) is 
significance. Because of that researcher could conclude that direct influence peer communication towards 
someone's attitude towards Companies in Entrepreneurship project happened on respondents with need for 
uniqueness. 
4.2. Recommendation 
a. Normative influence has more influence in communication between consumer friends of Companies in 
Entrepreneurship project rather than informational influence. Because of that, to increase publication 
effectiveness on Twitter, Entrepreneurs should do personal approach by tweet all potential customer and ask 
them to retweet and mention their other friends. 
b. To increase product involvement of customer, better to make some activity involving customer on Twitter, like 
tweet quizzes describe the taste or looks of the product in 140 characters with hashtag name of the product or the 
company, and also like photo contest the purchased product together with friends or photo the staff of the 
company together with friends. The purpose is to know what customer want and interest about the product, and 
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give the consumer an experience involve on the company event so it will strengthen the relationship that will 
increase product involvement of the customer. 
c. Entrepreneurs should be more focus on their target who have strong level of attachment between friendship 
group. Consumer with strong level of attachment between friends tend to have better quality of communication 
with their friends who have strong level of attachment also so it will stimulate effective Word of Mouth 
communication which is great. This could be done by using a role model student or student that well known 
active in organization and events, example using the chairman of PUSU (President University Students Union) 
as brand ambassador, winner of PU Idol, or using a music band who already performed on many events and well 
known in President University, because people or group that have strong level of attachment generally have same 
type kind of idol, role model, and friend, so that the information delivered by this role model will be more 
relevant for group with strong level of attachment. 
d. Researcher think that Entrepreneurs also should be more active inviting their customers to share the interest 
generally about the product they like, and about the product produced or offered by company in entrepreneurship 
project. Example, one of the company in entrepreneurship project @BuonPastito have main product which is 
pasta, then spread info about general pasta through social media twitter so that consumer will have more interest 
in pasta, and after that spread info about their pasta what innovation that company do to make their pasta 
different from general pasta. It will help consumer gaining interest in their product. 
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